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In recent years, China tobacco industry has entered a reform stage of structural 
adjustment, enterprise merger restructuring and brand integration period. During the 
period, resources closed to the advanced enterprise, and policy tend to advantage 
brand, in order to concentrate resources to form scale advantage enterprise, and a 
Large-scale brand. National bureau of cigarette put forward china’s cigarette brand 
development strategy by the brand scale of “532” reflects industry development, and 
by the benefit of “461” reflects industry value during the Twelfth Five-Year Plan in 
2010. The scale and value of brand will form the core index of market competitive. 
Obviously, in the fierce brand competition, the success or failure of high-end cigarette 
brand become a decisive factor. The problem of how to strengthen the brand and to 
improve the popularity and concentration of high-end cigarette brand, and how to 
form a competitive power with foreign brand becomes a key issue for tobacco 
enterprise in China at present. At the same time, Framework Convention on Tobacco 
Control (FCTC) began to carry out in our country in 2011, production, sales, and 
marketing of tobacco in China have been limited, and the tobacco industry also has 
been affected a lot. In this situation, the competition of cigarette brand, especially 
high-end brand, gets fiercer; especially for the enterprises as channel distributor it 
becomes even more difficult. 
From the view of business enterprise, based on the systemic research brand 
marketing theory and precise marketing theory, and combined with the famous brand 
marketing practice of domestic and international, this paper analyzed the present 
situation and problems of cigarette brand marketing. Then, through the comparative 
studies and experience, this paper establishes a new marketing model of high-end 
cigarette brand, which is based on precise marketing theory, viewed from the market 
and consumer psychology, dived the marketing process into four parts include 















meanwhile, viewed marketing strategy for the ”Tong” series brand of seven wolves as 
research object, in order to build a new marketing model for high-end cigarette brand 
which is reproducible and worthy of reference. 















第 1 章 导论.............................................. 1 
1.1 研究背景 ..................................................... 1 
1.2  研究意义 ..................................................... 2 
1.3  研究方法 ..................................................... 3 
1.4  研究内容及基本框架............................................ 3 
第 2 章 相关理论综述...................................... 5 




2.2 精准营销理论 ................................................. 9 
2.2.1 精准营销的定义.............................................9 
2.2.2 精准营销的理论基础.........................................9 
2.2.3 实施精准营销的意义 ........................................11 
第 3 章 卷烟品牌营销现状分析 ............................. 12 




3.2 国内市场 .................................................... 16 
3.2.1 国内卷烟品牌发展趋势......................................16 
3.2.2 国内卷烟品牌营销存在的不足................................17 
第 4 章 高端卷烟品牌营销对策研究 ......................... 19 
4.1 高端卷烟消费者购买行为影响因素 .............................. 19 
4.1.1 文化的影响 ................................................19 
4.1.2 参照群体的影响 ............................................19 
4.1.3 企业形象的影响 ............................................19 
4.1.4 产品的影响 ................................................20 
4.1.5 营销活动的影响 ............................................20 
4.2 高端卷烟消费者购买行为分析 .................................. 20 
4.2.1 购买用途分析 ..............................................20 
4.2.2 购买地点分析 ..............................................21 
















4.3 高端卷烟品牌营销对策和思路 .................................. 23 
第 5 章  三明烟草 7 匹狼“通”系列品牌营销实践 ............. 29 
5.1 “通”系列概况 .............................................. 29 
5.1.1 上市背景..................................................29 
5.1.2 目标定位 ..................................................29 
5.1.3 环境分析..................................................31 
5.1.4 态势分析..................................................33 
5.2 品牌营销策略 ................................................ 34 
5.2.1 精准目标 ..................................................34 
5.2.2 精细传播 ..................................................36 
5.2.3 精深营销 ..................................................38 
5.2.4 精实管理 ..................................................42 





附录 1 .................................................. 54 
附录 2 .................................................. 57 















Chapter 1 Introduction ……………………………………………… 1 
1.1 Research Background ………………………………………………………1 
1.2 Research Meaning ………………………………………………………… 2 
1.3 Research Method……………………………………………………………3 
1.4 Research Contents and Framework ………………………………………3 
Chapter 2 Literature Review…………………………………………5 
2.1 Brand Marketing Theory ……………………………………………………5 
2.1.1 Definition of Brand…………………………………………………………5 
2.1.2 Connotation and Characteristic of Brand Marketing………………………6 
2.1.3 Contents and Process of Brand Marketing…………………………………7 
2.2 Precise Marketing Theory …………………………………………………9 
2.2.1 Definition of Precise Marketing …………………………………………9 
2.2.2 Theoretical Basis of Precise Marketing……………………………………9 
2.2.3 The Significance of Implementing Precise Marketing……………………11 
Chapter 3 Status Analysis of Cigarette Brand Marketing.................12 
3.1 Foreign Market.................................................................................................12 
3.1.1State of Operation of Foreign Cigarette Brand …………………………12 
3.1.2 Traits of Foreign Cigarette Brand Marketing...............................................13 
3.1.3 Marketing Strategy Adjustment of Foreign Cigarette Company .................14 
3.2 Domestic Market...........................................................................................16 
3.2.1 Develop Trend of Domestic Cigarette Brand Marketing…………………16 
3.2.2 Disadvantaged of Domestic Cigarette Brand Marketing…...............……17 
Chapter 4 Measures of High-End Cigarette Brand Marketing... ... 19 
4.1 Purchasing Behavior Influence Factors of High-End Cigarette…………19 
4.1.1 Influence of Reference Group……………………………………………19 
4.1.2 Influence of Culture………………………………………………………19 
4.1.3 Influence of Enterprise Visualize…………………………………………19 
4.1.4 Influence of Product………………………………………………………20 
4.1.5 Influence of Marketing Activities…………………………………………20 
4.2 Purchasing Behavior Analysis of High-End Cigarette……………………20 
4.2.1 Analysis of Purchase Purpose……………………………………………20 
4.2.2 Analysis of Purchase Place………………………………………………21 
4.2.3 Analysis of Customer Loyal………………………………………………23 
4.2.4 Analysis of Consumer Try to Purchase Factors……………………………… 23 















Chapter 5 Sanming 7 Wolf "Tong" Series Brand Marketing ... ...29 
5.1 Situation of “Tong” Series……………………………………………………29 
5.1.1 Listed Background................................................................................ .29 
5.1.2 Market Analysis. ....................................................................... .............29 
5.1.3 Objective Location………………………………………………………31 
5.1.4 Status Analysis……………………………………………………………34 
5.2 Brand Marketing Strategy…………………………………………………35 
5.2.1 Accurate Target……………………………………………………………35 
5.2.2 Meticulous Transmission………………………………………………… 37 
5.2.3 Profound Marketing………………………………………………………39 
5.2.4 Fine Management….... ……………………………………………………42 
5.3 Effectiveness and Shortage…………………………………………………48 



















第 1 章 导论 
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1 “532”即争取用 5 年或者更长一段时间，着力培育 2 个年产量在 500 万箱、3 个 300 万箱、5 个 200 万
箱以上，定位清晰、风格特色突出的知名品牌，并且在国际市场要有所突破”； 
“461”即争取到 2015 年，着力培育 12 个销售收入超过 400 亿元的品牌，其中 6 个超过 600 亿元、1 个超
过 1000 亿元的高价值、高影响力的品牌”。 
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